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It has been wittily said that the 


™° Advertise 


is all the time. 

The really shrewd advertiser will 
not relax his efforts during the Summer 
months. When his competitors are 
resting on their oars is his golden op- 
portunity. 

Isn't the Summer as good a time as 
any to talk up the merits of your soaps, 
your typewriters, cameras, lamps, 
shoes and the thousand and one other 
things that might be profitably adver- 


tised? And isn't N 


as good a time as any to begin doing 
business with us? We have best 
facilities for placing advertising in 
newspapers throughout the country. 
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A Lesson in 
Arithmetic. 


Suppose, for example, you wanted to insert a four- 
inch electrotype in 1400 country papers ONE WEEK: 
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Cost of 1400 electrotypes, wooden 
base (F. A. Ringler & Co's estimate), $168 
1400 mailing boxes for the electros, 21 
Postage on the electros, - - - - 126 
Postage, 2 letters to each paper, - 56 
Total, - - - - $371 
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You can figure the cost of letter sheets and envelopes 
as well as the clerical labor necessary for sending out 
the electros, orders, checks in payment, and the ob- 
taining and examining of each paper. Add this 
amount to the $371 above and you then know just 
what it would cost to insert four inches in 1400 
country papers, providing the newspapers charged 
nothing for running the advertisement. 


>, and one electrotype, 
[: $ { Le) () you can have the four 

R inches inserted one 
week in the 1400 Local 
Papers of the Atlantic Coast Lists during 
June, July or August. You can thus address 


fully one-sixth of the reading population of 
the United States outside of large cities. 








Files of the papers can be seen at our office. 
Catalogue free. 


Atlantic Coast Lists, 


134 Leonard Street, New York. 
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SKILL, PATIENCE AND _ PERSE- 
VERANCE, 


By Alvah Bushnell. 

The man who pays his money for 
advertising is always desirous of secur- 
ing ‘‘ pointers” that will show results, 
or, having obtained resu!ts, to ascer- 
tain just what line of advertising has 
brought them, and especially the feat- 
ures that have secured the greater 
number of profitable ones for the per- 
centage of outlay involved. 

If new in the advertising field he is 
apt to expect immediate returns that 
will show a percentage of profit con- 
siderably beyond the cost of advertis- 
ing. Failing to trace profits in this 
ratio, it is not uncommon for him to 
pronounce his advertising investment 
a failure. That advertising is often 
unprofitable no one will attempt to 
deny; but that advertising is one of 
the very essential features of every 
business should not be overlooked. 

The farmer who first makes a good 
and thorough preparation of the soil by 
plowing, harrowing and fertilizing does 
not stopthere. He immediately plants 
the seed which is relied upon to pro- 
duce the crop. Then he watches for 
the proper time to begin cultivation, 
which, if the husbandman be skilled, 
is attended to at the proper time, and 
continued, as needed, in the most 
thorough manner. Once plowing and 
hoeing does not suffice; but by the 
first being well done the second and 
third are the more effectual. So with 
advertising. The first insertion of an 
advertisement paves the way and pre- 
pares the reader to appreciate the sec- 
ond. By the time he has seen the 
third and fourth, the impression is 
fully made, finally becoming indelibly 
fixed; yet the time has not arrived 
when the reader has necessity for the 
goods advertised. That comes later, 
however, when the results sought by 
the advertiser are realized and the 
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goods purchased, In many instances 
they are bought by persons who, when 
first reading the advertisement, never 
entertained the remotest thought they 
would ever become purchasers. 

The intelligent farmer knows the 
importance of planting good seed upon 
appropriate soil that will be likely to 
produce a profitable crop. So should 
the advertiser choose such mediums as 
will reach the people who need the 
goods that are being advertised. As 
it would be folly for the farmer to 
make the thorough preparation of the 
soil and then neglect to plant the seed 
until the season of growth had passed, 
it would be equally foolish to expect 
profitable results from advertising done 
out of season. 

Good judgment is essential to know 
just how much seed to use upon an 
acre of land and how far apart the 
plants should stand ; the time to plow, 
the time to sow, and the time to har- 
vest. So should the advertiser be 
alert, first knowing that he has some- 
thing to advertise that is worth the 
investment, then to begin to educate 
the people to look to him for reliable 
goods when they shall want them. He 
must not expect the dollar invested in 
advertising to-day to be returned to 
him to-morrow, any more than the 
farmer who plants to-day should expect 
to reap to-morrow. It is in each case 
a matter of constant care and steady 
growth that will in the end produce 
the profitable result. Sometimes, it 
would seem, the less profit at first in 
each case and the more remote the 
returns, the better the investment. 

For instance, in planting a fruit tree 
there is an outlay for the purchase of 
the tree, then the labor and expense of 
planting, the loss of use of the soil for 
other purposes, and years of waiting 
for the tree to begin to bear fruit, 
when it finally repays largely for all 
outlay. So with advertising in many 
instances, The meagre returns at first 
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grow into large and profitable results 
as time advances. A single sale, with 
a profit of but fifty cents, made to-day 
as the only visible result of a ten-dollar 
advertisement, may within five years 
be the means of making one hundred 
more sales, each of equal profit. Such 
ratio of results is not uncommon. 
Who will say that advertising in such 
cases is a failure ? 

Again, I would liken advertising to 
farming in the matter of harvesting the 
crop. What progressive, wide-awake 
farmer will allow himself to sleep or 
go fishing when a field of grain has 
matured ready for harvest? You will 
find him up early, with men and the 
proper machines, working diligently 
until the grain is secured ; otherwise 
his care, expense, labor and_pains- 
taking would be lost. So with adver- 
tising when judiciously done. ‘There 
is a time when proper advertising has 
prepared the way for successful results 
in business. It is then the business 
man should be wide awake and secure 
them; else, as with the farmer, all 
would be lost. 

In summing up I would say, adver- 
tising is one of the essential features of 
business, the importance of which 
should not be overlooked. The man 
who expects to succeed in placing any 
article before the public must not rely 
solely upon the merit of the goods—he 
must advertise it. Nor will advertis- 
ing alone do. The goods must have 
merit. Both together — meritorious 
goods and judicious advertising—must 
then be supplemented by well-directed 
energy and constant, persevering in- 
dustry. This is not the age for lag- 
gards or the slothful to succeed in 
business. It is an open race, and the 
man who relies upon any one feature 
will most certainly get left. His goods 
may possess every merit, but if he does 
not advertise them no one will find it 
out. His goods must possess merit, 
for it will not pay in the long run to 
advertise a poor thing. The man who 
advertises a poor or worthless article 
may secure a profit, but it will be at 
the expense of his reputation. 

Advertising may be considered as 
necessary in business as light, heat and 
moisture are essential to the growing 
plants. The soil may be good and the 
seed perfect, but without moisture the 
germ would dry up. Without heat it 
would never develop. Without light 
the plant would dwindle and die. Ad- 
vertising quickens business, It edu- 


cates the customer and locates the 
dealer, bringing them together. It 
does not do impossibilities, but it 
makes possibilities a success. Like the 
farmer when the cultivation is over and 
the grain is ready for harvest, the busi- 
ness man, knowing when the oppor- 
tunity is right, must be up and stirring 
to secure the results. Advertising 
presses the button. You must do the 
rest. 

——_ -+-oe — 

BULL’S EYES. 
‘By H. C. Brown. 


Mr. Ward, being in England, will 
pardon the liberty I take with his col- 
umn. I am very glad that editorially 
PRINTERS’ INK took exception to the 
remarks of a Western advertisement 
writer, who seems to be suffering from 
an aggravated attack of cerebral tume- 
faction. I think it would be wise if 
the fraternity in general would come 
down occasionally to the common earth 
where the rest of us are. Numerous 
“* primers” and literature of a like na- 
ture reach me every mail in which some 
obscure person volunteers to show me 
‘‘how to make money,” kindly offers to 
teach me how to conduct my business, 
and a deal of other bombastic bun- 
combe. 

eo°0 

They all lay great stress on their 
originality, still I have to see the 
first bit of original work by any of 
them. Why, as a matter of fact, the 
‘“‘ primers” in which they address me 
are, without exception, a close imita- 
tion of the neat little brochures first 
introduced by Mr. J. E. Powers, from 
whom it received its title. I can pick 
out one issued in St. Louis which is a 
direct copy of Mr. Powers’ own primer, 
with a change of name and address 
only. Now, | respectfully submit that 
such a course is open to criticism, and 
where a man’s originality is the chicf 
factor in his business, I am disposed 
to judge him accordingly. If he makes 
claim for originality and does not bear 
it out in his first appearance, his futur: 
career is imperiled. 

eo°o 

The proneness with which they are 
disposed to ‘‘ claim everything” is apt 
to lead to a disastrous and humiliating 
conclusion, as in the recent case o! 
Messrs. Herbert Booth King & Bro 
who openly charged Messrs. Geo. | 
Rowell & Co. and the A. N. Kellogg 
Newspaper Co. with having appropri- 
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ated their brains on two occasions. 
Subsequent developments showed that 
the matter which Messrs. Rowell & Co. 
were alleged to have stolen appeared 
in Printers’ INK more than two 
months before the circular containing 
the ‘* brains”’ in question was issued 
by the Messrs. King. In the Kellogg 
case the offense consisted in using the 
head-line ‘‘ Talks with Advertisers,’ 
which Mr. King had used on previous 
occasions, I have not had time to look 
up the latter case, but I will guarantee 
to prove that some one else used this 
phrase before Mr. King did, if Mr. 
King will send a check to pay for the 
search. I would not say, however, 
that in event of my finding such a 
phrase King & Bro. would be guilty of 
deliberate theft. Certain phrases read- 
ily suggest themselves, and in my own 
work I am careful to weed out all ex- 
pressions which in any way resemble 
the work of others. I merely wish to 
point out the folly of making a claim 
for originality where as a matter of 
fact common usage has destroyed what- 
ever individuality it may once have pos- 
sessed. 
eo°0 

An intimate acquaintance with the 
men who advertise what my Western 
friend terms ‘‘prize” advertisements 
leads me to think that his appreciation 
of the situation is very slight. And it 
is just as well not to impute unworthy 
motives unless one is absolutely sure 
of the facts in the case. Mr. W. Atlee 
Burpee is certainly not a ‘‘ cheap” ad- 
vertiser, and does not ‘* seek to secure 
a diversity of ideas that will permit the 
saving of an expert's salary.” 

eo°0 

I mention Mr. Burpee simply be- 
cause he comes to mind, though he en- 
joyed the society of many other well- 
known men in the same scheme. His 
announcement was brought to my at- 
tention, and I regretted that a pressure 
of other business prevented my enter- 
ing the lists. (This is a polite way of 
stating that I always get left in a com- 
petition.) I saw no reason to feel hurt 
or angry about it at all. He received 
between six or seven hundred answers, 
I believe, and I imagine a large propor- 
tion mz ide very sorry reading, indeed. 
At all events, I had some fun with the 
successful advertisement when it did 
appear. My colleagues in the Western 
Business Writers’ Association must not 
take life so seriously. The resolution 
that it is ‘beneath your dignity” to 


enter a competition smacks strongly of 
the spirit of the small boy whose lan- 
guage is quoted in such unfortunate 
juxtaposition. 

foMEO} 

Mr. Romer’s remarks on ‘‘ Book Ad- 
vertising ” are well timed. I have only 
had one book advertisement to write in 
my life, which was for a page in 4r¢ 
in Advertising. 1 inclose it herewith. 
It tallies so closely with the position 
advanced by Mr. Romer that I sup- 
pose I ought to charge him with ap- 
propriating my idea, that being the 
proper caper nowadays. Here it is: 
SOME EXTRACTS FROM “A HAZARD OF 

NEW FORTUNES 
That will be of special interest to Adver- 
tisers, Publishers, and Newspaper men, 

“ Every Other Week,” said Fulkerson, * is 
the talk of the Clubs and the dinner-tables ; 
children cry for it ; it’s the Castoria of literature 
and the Pearline of art, the Won't-be-happy- 
till-he-gets-it of every enlightened man, woman 
and child in this vast city.” 





“The advertising department is the heart 
and soul of every business,” said Fulkerson, 
“and I like to keep my hand in with a little 
practice on the trumpet in private. 


“ 


I should have been up sooner to join you, 
but I was nipping a man for the last page of 
the cover. I guess we'll have to let the muse 
have that for an advertise ment instead of a 
poem the next time, March 


The character of Fulkerson in this work of 
Mr. Howells is one of which the prototype ex- 
ists in almost every large publishing house in 
the city. He comes in contact daily with the 
men who advertise, and knows all the outs and 
ins of the business. It is probably one of the 
most interesting characters of fiction produced 
by the brilliant group of writers of which Mr. 
Howells is the acknowledged leader. 


As it appeared in a medium read ex- 
clusively by advertising men and pub- 
lishers, I selected only those points for 
emphasis. In an extended list this 
would hardly be practical; but almost 
anything would be an improvement on 
the method now in vogue, 

ene 
EXPERIENC EAS A TEAC HER. 

There was a man in our town 

Who was so wondrous wise 
He thought that he could sell his goods 

And need not advertise ; 

3ut when he found his goods unsold, 

With all his might and main 
He rushed around to advertise : 

The moral is quite plain! 

—E. D. Gibbs, in Prixters’ Ink for May 27. 


NExT! 
Another man of whom I’ve heard, 
Who thought he knew it all, 
Put not his trust in printers’ ink, 
But in posters on the wall ; 
And when he found his goods unsold 
He didn't wait a minute, 
But “ shuffled off this mortal coil,’ 
Exclaiming, ** I'm not in it.”’ 
. B, Coyie, 
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THE ‘‘ ATTRACTIVE” 


TISEMENT. 
By E. D. Gibbs. 


Attracting attention to an advertise- 
ment is not the sole object to accom- 
plish. The main thing, of course, 
that is necessary to make an advertise- 
ment of value, is to catch the eye ; but 
after that is done there must be some- 
thing of sufficient interest to hold the 
attention. The first impression the 
reader receives should, of course, be 
favorable, otherwise the value of the 
advertisement would practically amount 
to nothing. 

It is certainly advisable, also, that 
the eye should be attracted by some 
novel feature ; but it is the impression 
left on the mind of the reader after an 
advertisement has been lost sight of 
that brings in the dollars. 

Too many advertisements nowadays 
are built up around a glaring head- 
line. A catchy phrase is taken—no 
matter whether suited to the adver- 
tiser’s needs or not—around it is built 
the entire advertisement, and the head- 
line is depended on to do the work. 

This is like building a barrel around 
a bung-hole. It is nota paying in- 
vestment, and is a very poor way to 
build up an attractive announcement. 
There are many people who seem to 
believe that if attention is attracted to 
their advertisement its object has been 
fulfilled, and that a golden harvest will 
follow. 

This idea is a mistaken one, and yet 
the columns of the newspapers, the 
magazines and other periodicals prove, 
in a great many instances, that adver- 
tisements are written merely to attract 
the eye, the advertiser depending upon 
the reader’s attention having been 
drawn to the notice of his goods to 
secure his custom, 

Suppose you were walking along a 
street in your town and heard a loud 
bell ringing, and looking up saw a 
flaming sign on a cheap-looking store 
with : 


ADVER- 


BIG BARGAINS! 


SELLING OuT AT 20 CENTS 
on THE Do.Liar. | 


Now is the time to buy. | 


displayed on it. Do you think you 


would retain a lasting impression of 
what that party had to offer? 
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To be sure you would be attracted 
by the ringing of the bell; but after 
seeing what the sign meant, you would 
resume your walk and think no more 
of it. You might think, perhaps, that 
it was a novel idea to attract your at- 
tention, but having had your eye drawn 
to it, you pass on and forget even the 
main facts, 

Suppose, then, you walked a square 
further, and your attention was at- 
tracted to a handsome, well spaced, 
attractive sign, on which a few clear, 
plain statements were neatly printed— 
the whole appearance of the store 
bearing out the facts displayed on 
the sign; the windows handsomely 
dressed, the clerks in attendance look- 
ing neat and business-like, and every- 
thing appearing prosperous. 

What effect would that have on you ? 

You would be tempted to investigate 
further, to read the sign carefully, to 
notice the main points of the matter 
displayed on it. You would be im- 
pelled to look into the store or else 
would retain a clear impression of just 
what that advertiser was selling ; then, 
when you needed anything of that 
nature, the chances are that you would 
remember that particular place. 

Now, the advertisement with the 
startling head-line is the store with the 
bell, You are attracted to it for a 
moment, but are not disposed to read 
the rest of the statement. The glaring 
head-line annoys you, it jars on your 
feelings, it had caught the eye for a 
moment, but it left a bad effect—the 
impression created was unfavorable. 

The well written, sensible advertise- 
ment, attracting you by its business- 
like make-up, its forcible statements, 
its neat appearance, is like the attract- 
ive sign on the business-like store. It 
causes you to remember what is offered 
by the advertiser. The prominent and 
interesting facts are impressed on yout 
mind, and even when you lay the pa- 
per down you have a pretty clear re- 
membrance of what you have read, «! 
because the whole thing was presented 
in an attractive manner; and if this 
result can be obtained, an advertiser 
has all that he can reasonably expect 
to secure, 

The theory that attracting attention 
will sell goods is a mighty poor cne for 
the storekeeper to believe in, 

To be sure, it will help sell goods ; 
but to make it effective the advertisc- 
ment must be backed up by facts, and 
withal it must be well written, After 
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the attention of the reader has been at- 
tracted there must be sufficient strength 
to the reading matter and a crispness 
and an individuality to it that will 
make him finish reading your article. 

An advertisement should have an air 
of individuality. Like a certain spring 
tonic, it should be *‘ peculiar to itself.” 
Care should be taken, however, not to 
imitate. Because one man has made a 
wonderful success by his methods of 
advertising, it does not follow that an- 
other man can repeat that success by 
imitation. In fact it is generally a 
detriment rather than an advantage to 
copy after others. 

The success of many of our now 
prominent firms has been due to the 
exceeding quaintness, the novel feat- 
ures, the curious style, etc., of their 
advertisements, but, above all, to their 
attractiveness. Kight there is the sum 
and substance of good advertising— 
attractiveness ; not the old stereotyped 
forms—the century-old methods of our 
respected forefathers—but something 
new and bright, something out of the 
usual: peculiar, odd, unique, striking, 
but attractive, no matter in what form 
it is put. 

Take up a paper anywhere, how dull 
and stupid the advertisements are gen- 
erally—how monotonous they seem. 
But stay; we see, shining out like a 
diamond in the dark, a striking, catchy 
advertisement. Do we read it? We 
do! and remember it too. 

Some advertiser has got out of the 
old, worn rut. 


o> 
DIFFERENT CONDITIONS IN AD- 
VERTISING. 


‘By James Spillane. 

In checking and examining the myri- 
ad of papers that come to us, the almost 
universal subservance of advertisers to 
a particular character of advertisement, 
without reference to the way the paper 
is printed, how it displays its adver- 
tisement, how it is made up, what kind 
of paper it uses, strongly impressed me. 

The same advertisement that is 
placed in the country weekly is thought 
equally effective in the metropolitan 
paper ; and yet nothing is further from 
a correct principle. In some papers a 
ten-line reading notice will be ten 
times as effective as a three-inch dis- 
played advertisement. In other papers 


that carry a miscellaneous assortment 
of advertisements among reading mat- 
ter, reading notices are practically 


worthless, Again, some papers pay 
much less attention to the proper print- 
ing or position of advertisements than 
they do to readers. In such cases 
readers are the only effective adver- 
tisements, while in other papers the 
opposite conditions prevail. 

To instance a few cases: I believe 
a two-line leader in the Atlanta Con- 
stitution is superior to a three-inch 
electro, because it is always placed 
after interesting reading matter and 
is well printed. It catches every read- 
er's eye. In the New York World, 
bottom of column advertisements are 
worthless. The lines at the bottom of 
columns in that paper seem to be 
always blurred. In an Aurora (Mo.) 
paper, reading notices are not good, 
because the publisher pays no attention 
whatever to them. ‘They are a jumble 
of types, without meaning. 

The conclusion I have drawn from 
this is that, when placing a general line 
of advertising, we should recognize 
that each paper presents different con- 
ditions and characteristics; and, in- 
stead of blanketing the whole lot with 
a similar advertisement, each paper 
should be used in the manner that will 
best subserve the purpose intended. 

It will, of course, be troublesome, 
but the public, like fish, require the 
most tempting bait to bite. 

IS FIRST INSERTION BEST ? 
By S. W. Hoke. 

In the discussion as to ‘‘ Which is 
Right?” ‘*‘ Number One” bases his 
opinion from a patent-medicine stand- 
point—that first insertion is not the 
best—and ‘‘ Number Two” from the 
“boy-wanted”” standpoint—that first 
insertion is the best. 

I believe that both are right. If 
‘““Number Two” wants a boy, he 
places his advertisement, if a judicious 
advertiser, in a ‘‘ want ad.”” medium, 
where boys seeking situations are likely 
to look for just such announcements, 
Consequently, first insertion does the 
work thoroughly. But if ‘‘ Number 
One” wishes to put a patent medicine 
on the market, he will look around 
some time before finding a newspaper 
whose readers buy it especially to find 
a patent medicine to fit their needs. 
Such papers are rare. With the ex- 
ception of advertisers and advertise- 
ment writers, people do not buy news- 
papers and magazines to read the 
medicine advertisements, 
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The reasoning of ‘‘ Number One” 
will apply equally well to nearly all 
other classes of business. About a 
year ago the Chicago Lvening Post 
was started, and I became a regular 
reader of it. Shortly after starting, 
the paper secured control of the Amer- 
icanized Encyclopedia Britannica, and 
began advertising it asa premium to 
subscribers. The combination was 
well advertised every day, and I read 
the announcements frequently. About 
a month after the advertising began, 
an agent called on me with the work, 
but I paid little attention to him. The 
advertising has continued, and another 
agent approached me a few days ago, 
and I subscribed before he had a 
chance to tell his little story ; in fact, 
I had been intending for weeks to go 
to the office and do this very thing. 
On inquiry I find that the Post's agents 
are now received everywhere with open 
arms, whereas, six months ago, their 
experiences were the same as the ordi- 
nary book agent's. 

In Prinrers’ INK of May 6, Mr. 
E. A. Wheatley divides advertisers 
into two great classes, composed, first, 
of those who deal direct with the con- 
sumer ; and, second, those whose goods 
are sold through retailers. After class- 
ifying them in this way, Mr. Wheatley 
believes that with class one first inser- 
tion is the best. I do not wholly agree 
with him, even in this, in all cases. 
Undoubtedly the first insertion of a 
‘*bargain” announcement of Siegel, 
Cooper & Co., or The Fair, or The 
Leader, in the Sunday //era/d or 7rib- 
une is of more value than repeated in- 
sertions all the rest of the week ; and 
it zs best, because the women of Chi- 
cago are in the habit of expecting and 
looking fer just such announcements 
in the Sunday papers, just as the situ- 
ation seeker naturally turns to the 
‘*help wanted” columns of the ‘* want 
ad.”” medium. 

But suppose a number of capitalists 
decide to start a new bank—and this 
has been happening frequently here in 
Chicago lately—does ‘‘ Number Two” 
or Mr. Wheatley believe that the in- 
vitation to 





Deposit Your Money with 
GLOBE SAVINGS BANK, 
225 Dearborn St., 


And get Interest on it. 
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placed one time, in a prominent loca- 
tion, well displayed, in every newspa- 
per in Chicago, would bring the bank 
in question any business at all? The 
advertisement may go further and state 
that the bank is under State super- 
vision ; that the capital stock is $200,- 
ooo, and that the additional liabilities 
of stockholders are $200,000 more ; a 
sermon may be preached from the text 
that *‘ it’s what you save, not what you 
earn, that makes you rich,” and still 
the receiving teller will wait in vain 
for depositors. 

The fact is that the same people 
must be appealed to frequently, must 
be cultivated till they feel they are 
acquainted with the advertiser or the 
article advertised. 

There are new typewriters being 
placed on the market constantly ; does 
‘“‘Number Two” imagine that the 
simple announcement : 


| Before Buying a Writing Machine 
Investigate the merits of 
THE BAR LOCK TYPEWRITER, | 
200 La Salle St. | 
would cause a single sale, even though 
placed in every newspaper in Chicago? 
Certainly not. The advertisement may 
go on and claim that the Bar Lock 
is ‘‘the best manifolder ; speediest ; 
writing always in view ; automatic 
ribbon reverse ; most durable machine 
in the market,” etc., etc., and the 
reader says: ‘‘ Rats! What's the mat- 
ter with the Remington!” And why ? 
Because the Remington advertises, and 
has done so for the past fifteen years, 
and the reader feels that it is an old 
acquaintance and coneequently the best 
typewriter. 
Along the line of the New York 
Central Railway may be seen on fences 
and barns the sign 


Take a KODAK with you. 

— —_ - ! 
This indicates that the Kodak is well 
known, and serves merely as a re- 
minder. Does ‘‘ Number Two” be- 





lieve that one insertion of an adver- 
tisement in every newspaper named in 
the American Newspaper Directory 
would have made the Kodak famous? 

In the street cars all over the coun- 
try may be found just now a sign con- 
taining the four words : 
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DO YOU WEAR PANTS? 





It is recognized by every one asa 
reminder of the Plymouth Rock Pants 
o., having been made famous by re- 
peated advertising. 

To put the whole matter into a nut- 
shell, the first duty of an advertisement 
(except of the ‘* boy-wanted ” or ‘* bar- 
gain-counter” class) is to create a de- 
mand ; the next is to locate the sup- 
ply. I don’t believe a demand was 
ever created on one insertion ; but as 
to how often an advertisement should 
be repeated in a given medium, whether 
for one year or ten years, lam not 
capable of teaching older heads. But 
[ am confident that all who have tried 
both methods will agree that except in 
rare instances one insertion is cf little 
value ; while the advertiser who has 
tried only the one-insertion method be- 
longs now to the class that disbelieves 
in advertising altogether. 


AN IDEA, 
From Leuis Goodman in the Albion 
(N. Y.) American, 


This man always 
had _ his 
Advertising done 
by people who 
could do it cheaper - 
than anybody 
else could afford 


and 
That’s the way he got 


SKINNED ! 


IT is when a lady enters a crowded 
horse car that the man who has a seat really 
feels that he is getting his money's worth out 
of a newspaper.— Zr, 

ousiennemiiiinees - 
WANTS. 
Advertisements under this head W cents a line 


War Experienced, tasty and steady 
Job Printer. Permanent place for the 
right man. VIRGINIAN, Clifton Forge, Va. 


YANVASSERS wanted to secure subscrip 

tions for Printers’ Ink. Liberal terms 

allowed. Address Publishers of PRINTERS’ 
INK, 10 Spruce St., New York. 


ANTED—A position by young man—‘a 

pusher”—as manager of newspaper. 
Well adapted to business, or will lease paper. 
Has no money. Goode haracter and abi ity. 
Address “M. C. 8.,” 18 Lynch Block, Syra 
cuse, N. Y. 


VERY ISSUE of PRINTERS’ INK is 
religiously read by many theusand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be reli 
upon to do the business. 








-- ee 
FOR SALE. 
Advertisements under this head 30 cents a line 


ADIES’ re $5 er 1,/00. Bills posted, 
$3 per 1,000. H. i. SMITH TH, Hume, Mo. 


N INIATURE DYNAMOS for premiums. 
EMPIRE PUB. CO., 66 Duane St., N. Y. 


OR SALE—The house 151 Eliot Place, 
Brooklyn, 21x100. Price, $7,000. Apply to 
owner, ae P. ROWELL, 10 Spruce St., N. Y. 


LE—The house 112 Kosciusko St., 
on 15x100. Price, $4,000. Apply to 
owner, GEO. P. ROWEL L, 10 Spruce St., N. Y. 


10.000 can eras 218 sat 
Bapevilie i oa 100. Add. J. T. BURGEVIN, 


VOR SALE—Web Press, six or seven col- 

umn, folio or quarto, because of consoli- 

dation. Also 30 rolls six-column same pa- 
per. BEACON Office, Akron, Ohio 


OR SALE—A first-class othe Weekly 

Newspaper, w ee pres and type, located 
in Providence, R. I. For further information 
call at 4 nee Main St., or address Box 419, 
Providence, 


R SALE- The entire or one half interest 

in the leading Daily and Weekly Demo- 
cratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to pay at least $2,000 incash need not 
apply to “ B. F.,” care Printers’ Ink. 


20. 000 will buy the best newspa- 
any plant in the South and 

located in the best city in the South. Es- 

tablished 17 years. Annual profits $10,000 net. 


Great bargain. Proprietor’s health failed. 
Terms easy. Address “Q,” PRINTERS’ INK. 


F YOU WANT TO SELL your News and 
or Job Office, a Press, or a Font of 
tell the story in twenty-three words and ood 
it . we dollars, to the office of PRINT- 
ERs’ K. If you will sell cheap enough, a 
a el of the announcement will 
generally secure a custome customer. 


6. OO BUYS the_ the finest newspaper 
along the Hudson. $4,000 cash 
down, balance long time. 











Business last year 


more than price asked. Only paper in town 

of 5,000 inhabitants (semi-weekly). Cause of 

selling, dina Geefrocmest of 5 Address 
” care PRINTERS’ I: 
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SPECIAL NOTICES. 


Advertisements under this head, two lines or —_ the 


more, without display, Sic. a line. 
| eed GUIDE, 


_" LISTS ARE strong. 


Feeners: CALL, Quincy, I. 

L_FYEP'S INKS are the best. New York, 
15th year. 
“the great West- 


AoSa. HERALD, Phila., Pa. 
ern illustrated wee 
HE GRAPHIC,  eicaeo Most value at 
40. 000 VEN NEWS NEWS dai 
OU cnt money. So do we. Try the 
Y% ri Boman 
per line. Box i6, Gart 16, @ 
GENTS’ 


80,000 monthly. 
= E GRAPHIC, , Chicago 
least cost to advertisers. 
Bri clean and pind reliable is the SAN 
FRANCISCO BULLETIN 
PEOPLE re —a _ NEW HA- 
y r. 
AR PRENCISCO ravi i Fenty owwnepe 
OME FRIEND, 1,300 co; 1,800 copies mo monthly, 5cts. 
N. J. 
os nam $10 per 1,000, 
AGENTS’ mf, & Phila., Pa. 


PRINTERS’ 


INK 


HE KEOKUK GATE CITY, - the Amert- 
can -y-- 7 suouesey Cor 7 ‘or 1891, is ac 
of an 
n Lee County, Iowa. aad 
ENVER REPUBLICAN. — According 
i oe —- > ewspaper Di: rectory on 
paper has a 1 4 circulation than 
any other daily i Colorado. 
HE OTTUMWA WEEKLY PRESS, in bag 
American New ny rad for 189 
is accorded the largest circulation of ~ ded 
per in Wapello County, Iov Iowa. 
= ASHLAND WEEK ht 5 f room, = oe 
merican Newspaper Directory for . 
is accorded largest circulation of any 
paper in Ashland Count; County, ¢ Ohio. 
HE = caren WEEKLY TRIBU , in ee 
American Newspaper Directory for 
is accorded the largest circulation of any 
coat in Benton Coun ounty, In Indiana. 
EDICAL BRIEF (St. Low | J the t 
& et > —_ of any med goes 
e wor! bsolute 4 ofa 
Seite | @ proo, as excess of 


HE ANNISTON DAILY HOT ‘BLAST, in 
Director: 


ey yt ay | WEEKLY ———, in the 


American Newspaper D ‘or 1891, 
is accorded the largest Fa = | of any 
paper in Franklin 


County, — York. 


MERICAN SCHOOL BOARD JOURNAL. any paper 


The peer of educational mediums. 


AN FRANCISCO WEEKLY gue 
BULLETIN cover the Pacific 


ARGEST eveni caculetion | ray eatin 
nia—SAN FRANCISCO BULLETIN. 


) aay intelligent le reached 
by the SAN FRANCISCO BULLETIN. 


Mc. “Wants,” most circulation, most 
adv’s. SAN FRANCISCO CALL leads. 


HE ADVERTISER’S GUIDE—Mailed free 
by STANLEY ae New Market, N. J. 


Hs3 grade, pure tone, honest circulation. 


and 


None better. SAN y FRANCISCO CALL. 


INGHAMTON (N. Y.) REPUBLICAN. Ov: 
6,000 copies daily. . Affidavit if d 


55. OG Bniicwsss SAN dna 


XCHANGE ADS DS with | “Home,” ~~ 
1,200 ad dresses FREE. § St. Focersbure, la. 


IN rates rates 15c. per inch per day. 
Cire’n 6,500. Enterprise, Brockton, Mass. 


“AER Se Ar AREA 
Pv 


a for inventors ; 
ton, D. C. 


T. FITZGERALD, 
RINTERS’ COMPOSING RULES to ex- 
cha for locals; three to fifty ems, 
GAGE iL CO., Vineland, N. J. 


YPE Measures, nonpareil and agate, by 

mail to any address on receipt of three 

2c.stamps. Address GEO. P. ROWELL & CO., 
New York. 


IGH-CLASS ADVERTISERS advertise in 
THE NEWS SERIES. General office, 
Utica, N. Y. 


10 LINES in the Richfield News, The Sara- 
News, The Thousand Island News 
Ute i _ season. GENERAL OFFICE, 


boo WPS, Was a Washing: 


1—_ SUN.— —posseding § to the Amer- 
‘or 1891 this 


paper has at Fined a larees cieion eae anyother Rates low: 


ly in Mary 


FREEPORT DEUTSCHER ANZEI- 

GER, in the American Newspaper Direc- 

wey ps 1891, is accorded the it circula 
of any paper in in Stephenson nty, Il. 


ae GRANVILLE WEEKLY SENTINEL, 

in the Am Newspaper Directory 
for aa is accorded the t circulation of 
any paper in Washington County, New York. 


APER DEALEKS.—M. Plummer & Co., 

161 William S8t., N. Y., sell every kind ot 

—— by printers and publishers, at low- 
est prices. mown Wen, PRINTERS’ INK 


OWN WEEKLY INTELLI- 


sylvania. 


HE PO’KEEPSIE WEEKLY NEWS-TEL- 

EGRAPH, in the American Newspaper 
Directory for ‘i991, is accorded the 1 it cir- 
culation of any paper in Dutchess County, 
New York. 


E LOCKPORT DAILY ‘and WEEKLY 
per 


Di 
goons m of any in County, 
gre papers in Niagara 


LITTLE ROCK WEEKLY ARKANSAS 

AZETTE. in the — Pp sareoer 
Directory for 1891, is accorded the largest cir 
culation of any local paper in Pulaski Coun- 
ty, arkenens 


TDiiisnec ST. LOUIS GROCER (Woskty}, pub- 
lished tn St. Louis, has, according to the 
—y Streuletion ee cccsnted c2 work 1 cor 
ra’ 
paper published. sd 
NV SIEEGNeEs (Weekly), oatiy), pubticeed in San 
ean Ne Wapaper Directory for 4 J— 
‘or 1891 
circulation accorded to any Skandinavian 


HILADELPHIA SUNDA Lp es ITEM—Rowell's 
papers in the ‘Un rates only four Sunday 
Waited Cranes with a regular 


oneness Pp 
DELPHIA Sy te 
1-7 ph tos erica 
for similar circulation. 





al 
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YS OU can run _a local illustrated pyper ata 
PROFIT. Will tell you how. PICTORIAL 
WEEKLIES COMPANY, 3 West 23d St., N. Y. 


TPVHE BUTTE CITY SEMI-WEEKLY IN- 
TER-MOUNTAIN, in the American News 
per Directory for 1891, is accorded the 
forgest circulation of any paper in Silver 
Bow County, Montana. 


RABOL MUCILAGE does not crust, and 

goes further than any other. Agents 
wanted everywhere to sell to publishers. 
Liberal commission. THE ARABOL MFG 
CO., 13 Gold St., New York. 


VHE PHONOGRAPHIC MAGAZINE (Month- 
ly), published in Cincinnati, has, accord- 
ing to the American Newspaper Directory 
for 1991, the largest circulation accorded to 
any educational paper in Ohio. 


VYHRISTIAN ADVOCATE, New York, is 

/ among the 161 ey ad to which the 
new edition of American Newspaper Direc- 
tory for 1891 accords a regular cire reulation of 
more than 50,000 copies each issue. 


DS WRITTEN, illustrated, gy 

placed. Envelopes addressed. Circa jars 
distributed Fy or mailed to choice 
classified ad: E LUCKEY ADVER- 
TISING AGENCY, Elgin, Illinois. 


LOOMINGTON HOME CIRCLE.—Accord- 
ing to the American Newspaper Directory 
for 1891, this paper, for the house and family, 
hasa larger circulation than any other paper 
in Illinois, Chicago papers o papers excepted. 


HE NORTHWESTERN LUMBERMAN 
(Weekly), published in Chicago, has, ac- 
cording to the American ent ae ge none 
ory for 1891, the largest circulation 
to any lumber trade paper published. 


Vy YESTERN SCHOOL JOURNAL (Monthly), 
published in Topeka, has, according to 
the American Newspaper Directory for 2 
the largest circulation accorded to an 
cational journal west of the Mississipp 


= VOICE, published in New York City, 
is one of the 28 pay! in the 
United States that, accordir ng to a list pub 


lished by Geo. P. Rowell & Co., circulate be- perso 


tween 100,000 and 150,000 copies each issue. 


HE JOPLIN (MO.) HERALD, only morn- 
ing paper vb ye ina ity of 15,000 in- 
habitants, a suburt.o population 
a a cadeae seven miles of an addition- 
al 15,000, Advertisers invited to investigate. 


TWO-LINE NOTICE in Privters’ Ivx, 

i Reading of Special Notices, can 
be inse rope week for a Mp year for 
$31.2; 3 3 lines Il cost $46.80; 4 lines, $62.49; 
5 lines, $78.00; 6 lines, $98.60; 7 lines, $109.20; 
8 lines, $12 24.80. 


HE PRICE of the American Newspaper 

Directory is Five liars, and the pur- 
chase of the book carries with it a paid sub- 
scription to ean Ink for one year. Ad- 
dress: GEO. P. ROWELL & CO., Publishers, 
No, 10 Spruce St., New York. 


YOLLEGES, SCHOOLS and SUMMER RE- 
SORTS reach the well-to-do public of the 
Southwest effectually and economically 
advertising in the New Orleans PICAY NE. 
Sample copies and advertising rates 
nished on application. Address ICAYUNE, 
New Orleans. 


HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $10, he will be allowed a diseount 
sufficient to pay fora year’s subscription to 
yy A Ley od — P. ROWELL 
paper Advertising Agents, No. 10 

Spruce St., New York. — 


IE WESTLICHE- FOS POST is the oldest, 
largest and most influential German 
daily in the the sisal Va by It is the only 
German paper in 8 ich is edited 
and composed entirely tn “oe a, n 
advertisement , why + POST 
returns. Office: Westliche Post 

Building be ing, St. Louis, Mo. 


N CAREFULLY ascettaining what his ad- 

vertising costs him, W. Atlee Burpee, the 
well-known seedsman of Philadelphia, shows 
that out of 48 papers and magazines 45 cost 
him more than the New York Weekly Wit- 
ness. For fuller particulars see pages 1922 
and 1923 American Newspaper Directory. 


AYTON, Ohio.—Geo, P. Rowell & Co. of 

New York in their new BOOK FOR AD- 
VERTISERS name the best, most widely cir- 
culated, most influential pers at each 
important center of population or trade 
throughout the whole country. For Dayton 
the paper accorded this distinction is THE 
HERALD. 


ENVER, Colorado.—Geo. P. Rowell & Co. 
of New York in their new BOOK FOR 
ADVERTISERS name the best, most widel 
circulated, most influential papers at eac 
important center of population or_ trade 
} eng ey the whole country. For Denver 
ver accorded this distinction is the 
REP ILICAN, 


Cis PAPERS. Trade I Papers. Complete 
lists of all devoted to any of the various 
trades, poeteanene, societies, etc., may be 
found in Geo. Rowell & t to's “Book for 
Advertisers,” St. is sent by mail to any 
address on receipt of one dollar. Apply to 
GEO. P. ROWELL & CO., Publishers, 10 
Spruce St., New York. 


ONEY ?—There are a greater number of 
insurance, banking and other monied 
institutions,to the square inch in the city of 
Hartford than in any other city in the world. 
Financial advertising is a consi icuous feat- 
ure in the columns of the TIMES, the undis- 
mted leading newspaper of Connecticut. 
ed Rample copy tells; rates also. 


HE FREEMAN—The only illustrated col- 

ored mowenepes, published at Indianap- 
olis, has, according to the American News 
per Directory for 1891, the largest circulation 
of any negro journal in the United a A 
It is read by more than 100,000 colored poons le 
every week. A novel feature is that 
weserine. illustrating, etching, presswork 
d editorial work is all done y colored 
ns. 


I ye Newspapers printed in for- 
eign | onguagss , ymplete lists of Ger- 
man, Scandinavian, French, 8 ish, or 
Portuguese newspapers in the United 
or all those print in any ~ ee other 
than oss may be found P. 
Rowell & Co’s “ Book for Advertisers,” whol. 
- sent by mail to anv address for one dollar. 
pply to ako. P. ROWELL & CO., Publishers, 
Spruce St., New York. 


HE AGE-HERALD, Birmingham, Ala., the 
only morning paper printed in the min 
eral region of Alabama. Scenes daily cir- 
culation, 7,500; oven Sunday circulation, 
0,000; average ly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000, ‘or advertis- 
ng rates address THE AGE-HERALD COM- 
PANY, Birmingham, Alabama. 


HE OTTUMWA BILL POSTING and Gen- 
eral Advertising Agency post bills, dis- 
tribute circulars, etc., etc., throughout this 
section, Especial attention paid to large or- 
ders to cover any amount of territory in 
Vy Iowa with yaa advertising matter. 
employ none bw men, and — 
wich sworn affidavit as to work. Refere' 
any bank in this city. BA. BURDICK. 
Manager, Ottumwa, Iowa. 


yy — PAPER does not insert any adver- 
tisement as reading matter. Ly | 
ba does aqpese as reading matter is Inse: 
free. The “ial Notices are the nearest to 
reading matter that can be bought. The 
cial Notices are nearly as interesting as read- 
ing matter. The cost is 3) cents a line each 
issue for two lines or more. Until further no- 
tice the following discounts will be allowed 
for continued advertisements: 1 month, Beer 
cent ; 3 months, % per cent; 6 months, 30 per 
cent; 1 year, 40 per cent, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusuisuers. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


Until further notice the following discounts 
will be allowed for continued advertisements : 





10 per cent. 
oe = 
jo 

A 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, JUNE 17, 1801. 





THE time of the year is now ap- 
proaching which is known to the 
greater part of the business world as 
the dull season. Sales fall off and ac- 
tivity in commercial circles is relaxed. 
Advertising suffers in the general stag- 
nation and some advertisers stop all ex- 
penditures during the summer months. 

Now, there can be no doubt about 
the wisdom of devoting a certain sea- 
son of the year to rest and recupera- 
tion. The mind and body return to 
their duties with a renewed vigor that 
justifies the loss of time. But what 
has this to do with advertising? It is a 
thing distinct and independent of such 
considerations. No business house 
closes its doors or refuses the applica- 
tions of customers simply because of 
the warm weather. Matters are ar- 
ranged so that some one is always on 
hand to attend to the various details of 
the business. Advertising ought to go 
on with the same clock-like regularity. 
Is it not as foolish for a man to stop 
advertising in the summer as for him 
to neglect his correspondence ? 

It is impossible for a man’s business 
to continue long exactly at the same 
point. It must either advance or retro- 
grade. When you stop advertising, 
which way is your business going ? 

The very fact that there is a popular 
delusion about not paying to advertise 
in the summer should make this a sea- 


son of special effort for the wide- 
awake few. Once, in revolutionary 
days, when Lord Cornwallis encamped 
for the night with a superior force di- 
rectly opposite Washington, with only 
a shallow stream between, he thought 
he had at last caught the fox, as he 
was fond of calling the American gen- 
eral. But when he awoke in the morn- 
ing and found his opponent’s outposts 
deserted and heard cannon in the direc- 
tion of the place where he had left his 
stores he knew that he had been out- 
generaled. 

Stealing a march over a competitor 
by advertising is not such an uncom- 
mon thing. It will take some time to 
regain the lead that a three months’ 
intelligent use of opportunities may 
give. In fact, PRINTERS’ INK thinks 
it is justified in laying down the prop- 
osition for all ordinary kinds of busi- 
ness that if it will pay to advertise in 
newspapers part of the year, it will 
pay better to advertise all the year. 





Narrow columns are fast falling 
into disuse among daily newspapers. 
The change is principally due to the 
pressure which has been brought to 
bear by the large general advertisers. 
Most of these use carefully constructed 
advertisements which are electrotyped ; 
thus papers with very narrow columns 
lose this class of patronage altogether. 
The San Francisco Report, which has 
heretofore enjoyed the distinction of 
having the narrowest columns of any 
daily in the country, now appears with 
the regulation width of twenty-six ems. 
This is a step in the direction of prog- 
ress, and the tendency on the part of 
other papers with narrow columns is 
toward the same standard. Although 
publishers may have found that the 
former style presented some advan- 
tages in the matter of legal and local 
advertising, the adoption of the stand- 
ard width undoubtedly proves more 
satisfactory in the long run to all 
parties concerned. 





THE services of a good artist may 
often be employed by an advertiser to 
advantage. On the same principle 
that a traveling salesman carries with 
him a full line of samples instead of 
trusting to his powers of description, 
the advertiser will find it well to pre- 
sent a cut of the thing he offers for 
sale. A cut of a typewriter or a cam- 
era makes a more definite impression 
than any other use that could be made 
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of the same space. But for straight- 
ahead reading matter it is better to use 
plain type than the fancy letters of an 
artist reproduced by the photo-electro- 
type process. This latter style is al- 
most certain not to print satisfactorily, 
and in dailies and publications whose 
presswork is not of the best the words 
are often so blurred as to be almost 
unreadable. Even for the magazines 
plain type is best, except in some 
special cases where it is desired to 
make a contrast of a head-line or a few 
significant words. As that eminent 
authority on typographical matters, 
Mr. Theodore L. DeVinne, said in 
PRINTERS’ INK some time ago: ‘* The 
object of an advertisement is to be 
read. Every other consideration should 
give way to this.” 


AN attractive novelty in advertising 
cards is gotten out by the Acme White 
Lead and Color Works. The title, 
‘* Stepping Stones to Success,” is illus- 
trated by a girl about to cross a brook. 
The stepping stones are genuine tiny 
stones which have been glued to the 
card and are labeled respectively, ‘‘ du- 
rability,” ‘‘ uniformity,” ‘‘ reliability” 
and ‘‘ quality.” 


Skordemannen is announced as the 
only Swedish agricultural paper in Am- 
erica. It is published at Minneapolis, 
and it is said to have had an average 
circulation during the past year of more 
than 6,000 copies. 





THE Kansas City Journal has 
changed hands, Mr. W. A. Bunker, 
until recently president of the Western 
Newspaper Union, having resumed 
his former position of business man- 
ager, 


HERE AND THERE. 
By Horace Dumars. 

Special knowledge concerning adver- 
tising is considered of great value by 
most of the large advertisers and is 
about as carefully guarded as anything 
around these establishments aside from 
finances, One of the largest advertisers 
in America, in speaking of the sug- 
gested association that would guaran- 
tee the circulation of publications repre- 
sented by it, said that he preferred to 
take chances on getting the amount of 
circulation promised him. His reason 
for taking this ground was that his 
house had spent a great deal of money 
in finding out the circulation of most 


publications, and therefore he would 
rather have others learn in the same 
way. Under the present system it has 
taken much study and expenditure of 
money to place large advertising de- 
partments in possession of the knowl- 
edge they possess, and they are not 
anxious to make it easy for new-comers 
to enter the field. 





It is the inability of many advertisers 
to make a good start in the business 
that prevents them from continuing in 
the field and competing with the more 
successful ones ; and when one takes 
into consideration the requirements that 
go to make a successful advertiser it is 
no wonder that there are many failures. 
In the matter of buying space alone 
there are enough difficulties to stagger 
a person unfamiliar with the business. 
A man is seldom installed as buyer for 
a mercantile house until he is perfectly 
familiar with every article he purchases, 
but should he not be thoroughly posted 
upon a line of goods he can, by com- 
paring samples and prices, gain a pretty 
fair knowledge before he accepts the 
goods. In purchasing advertising space 
all is different. He buys a commodity 
that he cannot inspect, and in a,major- 
ity of cases cannot directly trace results 
from. Should he make errors, it is diffi- 
cult for him to find wherein they occur. 
The successful manager of advertising 
must be more on the alert than any 
other class of buyers if he would make 
a success of his department, and if he 
fails to use eternal vigilance he may 
suddenly discover that his administra- 
tion of affairs has been a failure. In 
many instances the heads of the estab- 
lishment manage ther own advertising, 
and when they discover that in their 
case the work has not been a success 
they pocket their losses and attribute 
the failure to the fact that advertising 
is a glittering fraud at best. 





Good advertisers are sometimes spoil- 
ed by the treatment they receive from 
publishers or their representatives, but 
more frequently they are knocked out 
by jumping in blindly without method 
or knowledge. 


The methods adopted in placing ad- 
vertising are sometimes so arbitrary as 
to be amusing. I once madea contract 
with a gentleman in this city who paid 
twenty-five per cent more for his space 
than I wanted or should have charged 
had I been allowed to offer my rate card 
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for inspection or been permitted to 
have figured the cost. As it was, when 
I called upon the gentleman he stated 
that he would give a certain amount for 
the space named and that it would have 
to be accepted or rejected upon that 
basis. I was about to suggest that the 
price he proposed was too high, but 
was not permitted to explain matters, 
the ultimatum being that the offer 
should be taken or refused upon the 
terms proposed. As he would hear to 
noexplanation or change of figures, the 
contract was closed in accordance with 
his wishes and he paid twenty-five per 
cent advance on rates because he knew 
it all and would not listen to rates or 
reason. 


Another house known for its arbi- 
trary methods has for some time been 
paying a fancy price on a large adver- 
tisement in a daily paper—the result of 
its manager assuming too much knowl- 
edge. By continuous bulldozing this 
establishment had managed to gain a 
concession and contracted to run their 
advertisement in six issues each week 
for a year, omitting the Sunday edition. 
The publisher, being desirous of having 
this advertisement appear on Sunday 
also, wrote his special representative 
requesting him to call and endeavor to 
get an order making this advertisement 
every-day business. The Eastern rep- 
resentative was informed that his ser- 
vices were not needed, as the advertiser 
would arrange matters directly with the 
publisher. The old tactics were again 
resorted to and a letter written to the 
publisher stating that their advertise- 
ment could be inserted in the Sunday 
edition at the rate enjoyed by the ad- 
vertiser, and that the offer must be ac- 
cepted without further correspondence 
or it would not be given. On the rate 
card it was clearly shown that a contract 
running seven times a week would en- 
title the entire order to be figured at 
ten per cent less than that enjoyed on 
the six-day contract ; but as it was a 
case of accept the figures proposed or 
lose the business, the publisher sent on 
his acceptance of the order, and the 
wise manager who paid an advance of 
ten per cent for his smartness no doubt 
chuckled to think how easy it is to dic- 
tate terms to a publisher. 

I like the plan presented by the pro- 
prietors of Ridges’ Food in their $1,000 
prize advertisement contest. They were 
willing to pay a high price for the best 
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advertisement and to return all that 
were not winners. ‘hey no doubt se- 
cured a great many bright ideas, for 
under this plan no one would feel that 
he was giving his brain work with- 
out compensation. Contrasted with 
this method is the experience of an ad- 
vertiser who recently offered a prize for 
ideas, on the good old plan of keep all 
you get, and who found that he paid 
more for the few poor suggestions he 
received than good ones would have 
cost him had he bought them outright 
from those who have made a success of 
furnishing advertising matter. 


A BROOKLYN EFFORT. 


The amount of ingenuity displayed 
in devising new ideas for advertise- 
ments is only one of the many illustra- 
tions of the fierce competition which 
prevails in the business world. The 
newspapers are filled with hysterical 
announcements and the fever burns so 
hotly that the landscape itself is covered 
with a disfiguring eruption, calling at- 
tention to the zeal of this clothing house 
or that dry goods store. A genuine 
advertising novelty, however, has ap- 

red on one of the elevated railroad 
platforms within a short time, which is 
attracting a great deal of notice. It is 
a large griffin’s head, with protruding 
eyes, branching horns and distended 
mouth. The mouth is stretched so 
wide that the lips and forehead of the 
animal form only a narrow border 
around the buge red and pink cavity. 
Beneath the open mouth is this inscrip- 
tion: ‘‘Paste & Pigment, No. 111 
Blank Avenue, Interior Decorators.’’-— 
Brooklyn Citizen. 


a aaa 

. But I prefer the more honest way. 
Give me the press. Give me that ad- 
vertisement which a man does not 
sponge ; for which he pays like a man 
and which brings to him many returns. 
At the risk of trampling on the ethics 
of a profession I am willing to let the 
world know through the columns of the 
great newspapers that I am not here for 
my health. You gentlemen may disown 
me, but I want to tell you right now 
that while you are running around on 
foot after some good-natured reporter to 
write up your departure from or arrival 
to the city, or something else that you 
didn’t do, I will ride up in my cushioned 
carriage to the newspaper's office and 
pay for my advertisement like a little 
man.—H. O. Conway, M.D. 
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We Can Offer. - I 


VERY FAVORABLE 
Men 






- - To ddvertisers 


RUNNING THROUGH 


Jaly, 
Aagast» 
September. 







For Catalogue and Particulars address 





A. N. KELLoGG NEWSPAPER COMPANY, 





3608 & 370° DEARBORN St., CHICAGO. 





TRIBUNE BuiLDING, NEw York. 
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FOR AN UNDERTAKER. 


The following is an example of what 
might occur if the Pearline style of 
advertising should be adopted by the 
undertaking trade : 





GO TO 
JAMES BLANK 


FOR THE 


BEST FITTING 
OFFINS«x» CASKETS 


in town, 
ALL THE LATEST STYLES. 
Satisfaction guaranteed or money 
refunded. 











—__~ 
LATE BY ONE HUNDRED YEARS. 
From an Exchange. 

Some years ago a newspaper published in 
Newcastle, England, commemorated its cen- 
tennial by reprinting its first issue. It was a 
very small sheet, so a copy of the reprint was 
folded inside every one of the current num- 
ber. During the afternoon of that day a 
middle-aged couple called at the office and 
informed the clerk that they had come in 
answer to the advertisement in the morning’s 
paper, which directed applicants to inquire at 
the ofhice of the paper for particulars—the man 
to attend to cows and the wife toact as general 
servant inthe house. The clerk could not re- 
member any such advertisement; but, to 
oblige them, as they were evidently from the 
country and very positive, he went with them 
through the advertisement columns, but noth 
ing of the sort could be found. But they re- 
peated they had both seen it in that morning’s 
paper, both noticing the day of the month. 
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Then it occurred to him to look at the re- 
printed copy of the one-hundred-years’ old 
paper, and there he found it. It was with 
some difficulty that he convinced his disap- 
eee ae visitors that they were exactly one 
undred years too late. 
_ 


WISE BEYOND HIS YEARS. 
From the American Stationer, 


Not long ago the young and energetic heir 
of a dealer in manifold and copying papers 
signified a desire that his father should buy 
him a railroad, The father protested that he 
was not rich enough to buy a railroad yet. 

“* When will you be rich enough, papa?’’ 

** Oh, not for a long while.” 

**Can’t I help you to get rich, papa?”’ 

“No, not yet; you are not big enough.”” 

‘*What must you do, papa, to get rich?’”’ 

“Oh, I must get money and advertise in 
the papers.”” 

“Will you get rich fast when you ad- 
vertise ? ’” 

“Te.” 

“ And will you buy me the railroad as soon 
as you get rich?” 

re 2 


Young hopeful said no more, but some two 
weeks later laid in his father’s hand coins 
amounting to $2. 

‘* What is this for, sonny?” 

“Why,” with a look of superior wisdom, 
“it’s to advertise with so you can get rich,” 

“Out of the mouths of babes and suck- 
lings proceedeth wisdom.”’ 


———_—_—_~@- — 


AND STILL THEY COME. 
From the Boston Record. 


The Weekly Journalist is the very latest 
newspaper infant in Boston, Its title ex- 
plains its origin and aim very well. It starts 
off with a make-up of the /7/of in its first 
issue, and 1s decorated with some rather 
novel advertisements. Editor Benyon in- 
tends to make it on the very successful lines 
of Printers’ Ink. 


From the Knoxville Tribune. 


Spice is the appropriate title of a hand- 
somely printed and aptly illustrated humorous 
journal of sixteen two-column pages, the 
initial number of which has reached the 
Tribune office. It resembles Printers’ Ink 
in appearance, and is filled with readable 
matter and pointed illustrations. 


“LD. B.,” inthe Office. 

I am inclined to think W. H. Pfahler is 
about right concerning the reduction in the 
size of the Office. If it were smaller, some- 
what similar to Printers’ Ink, I have no 
doubt that a large portion of your subscribers 
would have it bound and kept for reference. 
I, for one, should prefer it in the reduced 
size. 


From the Newburgh Journal. 
The Journa/ acknowledges the receipt from 
Mr. T. Clarke, the manager for the Chadborn 
& Coldwell Mfg. Co. in London, of a copy of 


Puff, “a journal for advertisers’’ that made 
its appearance in London on April 30 for the 
first time. It isan octavo pamphlet of thirty- 
two pages, and contains valuable information 
to those interested in advertising. Its general 
appearance somewhat resembles PRINTERS’ 
Ink, published in New York, 
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A Mississippi man advertises for 
“colored hands.’”” Why doesn’t he invest in 
a stylographic pen ?—£ x, 


Cleanliness may be next to godliness, 
but the soap advertisement can crowd the re- 
ligious notice into an obscure corner on the in- 
side page.— Puck. 


It Was Too Full of Gore for Him. 
—It was about 12.30 at night when he drifted 
into the newspaper office. A warm smile lit | 
up his face when he discovered that there was 
some place open after midnight. He sat down 
near the editor’s desk. 

“ Take out and kill ‘ 
said the editor. 

he visitor started. 

“*Our Little Ones’ must be boiled down, 
and you can put a head on John L, Sullivan.” 

He was standing by the door, 

“ And then you can cut ‘ Society altogethe r 
and have the whole business locked up. 

The man went away with a pained expres- 
sion that showed plainly how likely people are 
to be misunderstood,— h ‘ashington Post. 


A Famous Woman,’ 





Sunbeam, Seligman, Mo. Un., ut, $4 net. Try it 
Organs $S up. Catal 
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* THE STANDARD REV IEW, A 

*#* Alliance, O., 

is the only Country Weekly in Ohio t = 

Rowell for’91 gives a three-star circulation of 

exceeding 4,000. McKinley's Distetet. 
W Fealthy of class of Peop People. Write! 


Books 


free. Not sold by Dealers ; prices 
too low. Buy of the Publisher, 
John B. Alden, 393 Pearl St., New York 


New w Insuet 
every week 
Catalogue 
132 pages 





wee eee eeeeeeewwewwe. 


STF YOU SELL ANYTHING OF VALUE @ 


” maseiigeet, men who make money, 


vertise in the 2 
stem 


§ National | Reporter Sys 

) (St. Paul, Minn.) 30,000 weekly. nes), ¢ 
) See Rowell’s Directory & preferred lists, ¢ 
> Largest Law circulation in the world, 

] Each copy used 17 weeks (average). 
They furnish authorities, so must be read, 


,S. C. WILLIAMS, Mgr. 4 42 Tribune Bg., N. Y. 

















BEATTY Dan’ IF. Beatiy, Wash'ton, Na. 
WOOD ENGRAY'™: Feutes 
phortraite Made to to order from 

die send far prose EHMTRAT 


1.0 
$1.00 e N, Columbus, O. 


made. Send ap 
RESS ASSOCIA 





PACKAGE OF IDEAS PoMyers 


YOU GET WHAT YOU PAY FOR. 
“Our signs enlighten the entire world.” 





Guaran to remain in good condition for 
one year, Just as reliable as the 
R. J.GUNNING CO., 297 Dearborn St., a St., Chicago. 


Illustrations for Advertisers. 


Do you want novel, catchy, original illus- 
trations adapted to your business ? elim- 
inary sketches cons for inspection, We. Ar 
tistic work guaranteed. 

H, “ROGERS, RS, 1286 BRoapway, N. Zz. 


UCK.—The new edition of the American 
Newspaper Directory for 1891 rates only 

21 weekly pay rs having a regular circulation 
exceedin, 000 copies each issue. Puck, 
Publishes at New York City, is one of them. 
Vrite for rates. 


-Js§vE YoUr own PAPER 


For $3.50 we will edit and furnish printed 
1000 copies of a neat, pgmorwss, illustrated 
pe er. Yes, onl 0. Printers charge 

for same wor! a the thing for large 
retailers! Sample sent. M. BEHREND & Son, 
925 Second Ave., Pow York. Agents wanted. 


Lu A 


Companies, Boards of Trade, 
Chambers of Cc ce, ial Clubs, 
individ who desire to secure immigra- 
tion, manufacturing = or having land 
for sale and who may wish to advertise at a 
moderate cost, in a most profitable section, 
will do well to correspond with me. 


B. L. CRANS, 10 Spruce St., New York. 
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CANADA —If you intend advertising in 
« Canada it will be of interest to 
know that we handle more business with 
Canadian nowuepess than any other Agency 
in existence. e control the Canadian ad- 
vertising of many of the largest and shrewd- 
est advertisers in the world, Pears’ Soap, 
for instance. Our efforts are devoted to Can 
ada alone, and an intimate knowledge of the 

eculiarities of the Canadian press, gained 
S many years of experience, enables us to 





render the best possible service. We atm ply 
| ask you to communicate with us before 

your orders. cKI & ‘One 
ontreal, Canada. 





Orrice or Cartes S. Peanan, ) 
RLINGTON, Mas: 
Secretary Mass. Press » Acsciation. \ 
Messrs. Geo. P, Rowell & Co., New York: 
In an experience of nearly twenty years 
publishing and dealing with adve rtising agen- 
Cc ies, ave never known your equal i mm pre om pt- 
ness in making remittances on bills rendered. 
The contrast with most agencies is striking. 
Yours, etc., 
Cuas, S. Parker, 


OVERMAN WHEEL CO., MAKERS, 
CHICOPEE FALLS. MASS. 
BOSTON WASHINGTON. DENVER 


A. G. SPALDING & BROS., Special Agents, 
| Chicago, New York and Philadelphia, 
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YOU FURNISH x COPY,” | 


E DO THE REST! 
saitniat 48 Centre St., makes a special fea- 
ture of newspaper composition, presswork, 
addressing and mailing; everything com- 
pleted on the premises. 


First National Bank, 


Of CHILDRESS Vanes. 
’ 

Cc. Per att} 

000. organizing. 

: fine County Seat town in the famous Pan- | 
handle country. Only National Bank in the 

—- Ry ool Will guarantee 12 per 
y Address CITY NAT- 

TONAL ‘ANE. w ichita Falls, Texas. 


S Save Money. BICYCLE 
putoge yee 
“send id for A. W.GUMPECO. ‘A.W.GUMP&CO. 
pri 4" Day ton, 0. 
New leycles at re- 
duced Prices, and 400 


——}J second-hand ones. //ifi. 
Sp cult Kepairing. weve les, 













Guns and Type Writers 

taken in exc 
Boys or Girls 24-in Safety with rubber tires 500 
with rubbei yy - 17 $5 


Boys’ 25-inch Safety, w 
Gents’ 20-in, Safety, balls to b’gsand pedals, 55 


. rs contracts for 
AUSTRALIAN, a.csratian contrac: for 





» Wes mo uld like as to write to us for 
= wae tee to save you money, 
for, bein on ,~ spot, we can do ae 
cheaper than any other firm at a distance 


rs are filed at our bureau, and every appear 
ance is checked by a system unparalleled for ac- 
curacy. On application we will prepare any 
scheme of odvertiaten desired, and by return 
mail will send our estimate. We desire it to be 
understood that we are the Leading Advertisin; ng 
Firm in the Southern Hemisphere. Establishe 
over a quarter of a century. F. T. WIMBLE & | 
CO.., 369 to 373 George St., Sydney, Australia. | 


Study Law | 
At Home. 

Take a course in 
the Sprague Corre- 


7 School of 
. Send ten cents 

















W. C. Sprague, LL.B. 
312 Whitney Block, 
Detroit, Mich. ae 


HOW’S THIS? 


Reliable agate measure, letter opener, leaf 
cutter. Made of Aluminum, the wonderful | 








new metal. —_ as wood. om! as steel. | 
8 


Cleaner than silver. Will not tarnish or cor- 
rode. Six inches long, Just right for vest 
pocket. Ele rant one desk or 1 rary. You 
wantone? 2 cen a geese. Stamps will do. 
R. 8. TH AIN, 1 fcr La Salle St., Chicage. 


TRUE ! 


Any one can write an . But 
how many can write the kind that is read, 
and when read makes a buyer of the reader ? 
Better service in the preparation of adver 
tising 7 matter may interest you. If so, send 
10c. for my new book, “IDEAL ADVER- 


Hsixa.” 
A. L. TEELE, 


ADVERTISING SPECIALIST, 
No. 55 West 33rd Street, New York. 





(namape) for partic- 
ulars to 


TRAVELING 


Reduced to a science; no unnecessary time 
lost or money foo Lez xpended, “ GIBB’S 
ROUTE AND RE BOOK” of the 
U.S. and he ng omy ci information rc- 
quired. Specimen pages free. 
GIBB BROS. & MORAN, 
NEW YORK, — 


Dodd's Marine AE Boston, \ 
Send for Estimate. 


RELIABLE DEALING. CAREFUL SERVICE. 
‘ag LOW ESTIMATES. ~0 


IF YOU ARE THINKING OF 


Advertising in England, 


“orrespond, to quote 
act for numbers of 
Shall we hear from 

















we shall be pleased t 
or to advise. We alres 
——| ad American firms. 


™ SMITH’S 


Advertising Agency, 


132 FLEET ST., IF. 
LONDON, ENC. 
“SUCCESSFUL ADVERTISING ” 
(lita Eprricn) 
is the best guide to British advertising. 
Sent prepaid for 50 cents. 








“Then found, make a note of.”—Captcin 
Cuttle. 
The right men in the right place are 


Cc. MITCHELL & CO., 
Of London, England, 

(12 & 13 Red Lion Court, Fleet St., E. C.) 
Advertising Contractors of WD years’ standing. 

THE MANUFACTURER who travels 
should note the address. A half hour’s chat 
about English, Continental and Colonial ad 
vertising with a member of this firm is 
worth a whole year of correspondence. 

TH MANUFACTURER who can- 
not find time to travel should write to C. M.C 
Their extensive American clientele and long 
acquaintance with English advertising en 
|ables them to arrive at an understanding 
more promptly than any other house in 
London. 

THE ADVERTISING AGENT who 
studies his clients’ interests (and his own 
should consult C. M. C. when he has orders to 
place any advertising in Great Britain. They 
ove | practical, reliable, energetic and econom 
cal 

Testimonials from leading American firms 


| Estimates 74 art ecimen papers free on ap 


lication, “T NEWSPAPER PRESS D! 

ECTORY,” forty- sixth annual issue now 
ready, price, by post to the United States, Kx 
“The Standard work of reference with re 

ard to the newspaper press.” — London Times 

sides the well- Soon Directory of th 
English press, the AU STRALIAN, INDIA» 
and SOUTH AFRICAN Sections, contained i: 
a Slaseens of 144 pages, now form th: 
completest advertising and commercial guid 
and gazetteer ever published in any countr) 
The Continent of Europe is also consistent!) 
represented by the principal political and 
, class papers, 
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ALLEN’S MILLION. | 
The ONLY Million. 


The PROVED Million. 


Why do ALLEN’S LISTS carry almost as 
much advertising in the summer as in the | 
winter? Because they give honest count all 
the year round. Because they include qual. | 
ity as well as quantity. Because their intel- | 
ligent advertisers reap profitable results | 
every month in the year. 

An Unequalied Record. 
The cash orders for ads. in my 

June, 1890, issues exceeded 

those in June, 1889, issues by.. 84,237 03 
The cash orders for ads. in my 

June, 1891, issues exceed thene 


in June, 1889, issues by........ $8,620 10 
Net cash gain in two years, for 
PRs. weir acnsnntneerciinnnee $8,620 10) 


Bear in mind that in 1889 ALLEN’S LISTS 
distanced the field, but now they commence 
the summer with June $8,620.10 ahead. 


The Verdict of the Triumphant Two Hundred | 

240 of America’s shrewdest advertisers will 
remain in ALLEN’S LISTS all summer. They 
are the triumphant two hundred among a 
vertisers. Observe for yourself, and for the 
summer months you will find few of these 
advertisers in Fad general advertising Pe. 
diums. pa ties hey give their verdict tha 
ALLEN’S LISTS are the best general HF 
tising a8 9 in America. 


Is There a Lesson Here for You, Reader? | 
Forms close the 18th of each month prior to 
the date of the periodicals. 


E. C. ALLEN, Proprietor of a $ Lists, 
___ AUGUSTA, MAIN 


OUR 
CHICAGO 
OFFICE, 


Home Insurance Building 
—Room 605— 


IS NOW OPEN. 


Advertisers are invited to call or to 
address us by letter for lists of 
newspapers ; estimates of cost of | 
advertising ; information about} 
newspapers, or the preparation of 
advertisements. 

Don’t contract for any sort of news-| 
paper advertising until you corre- 
spond with us on the subject. 








BRANCH, Home Lasurance Bilas, cumin 
nastees BRANCH, 54 Beekman 8, NEW YORK. 


WILSON’S 
BOOK INK, 


Such as is used on PRINTERS’ INK, may 
be had at the following prices : 
lb. Lots, 75 cents a Ib. 
5 “e 60 “e “e 


10 «e 5° ih «e 
25 “ 40° “e « 
5° «e 35 «e “e 

100 «e 30 e « 


Ten per cent discount for cash with 
the order. Five per cent discount for 
cash within thirty days from date of 


order. Address 


W. D. Wilson Printing tok Co. 


(LIMITED), 


140 William St., N.Y. 





The verdict of all who have used the col- 
umns of the Magnetic Monthly is, 


If You Put It In 


Comfort It Pays. 


Circulation proven by P. 0. i to me 


|in excess of monthly querentes. specs 
| the Agencies or of THE ANNETT & RSE 
| CONCERN, AveustTa, Some 





ne 
ner ee 


= 











satan? 
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| 
| 


; | 
Do not worry over the placing of 
your advertising contracts, but settle THE Napoleon of weeklies 
Educational 


Wideawake 


BY INVESTIGATING Yee ofpmsvers 


Original 
Read by the million 
Keen 


Lively 
Effervescing 
| Daring 
ONE-HALF f= 
‘seg | Elevated 


Recoups advertisers 


the matter at once 


my list system. I have unsurpassed 
facilities for placing advertisements in | 


every State and Territory. 


of publishers’ rates saved. Circulars 
and other information furnished upon 


application. Address 


S. E. LEITH, 10 Spruce St., 
NEW YORK. 


Smoother than Cold A N A D A 
More Durable than Pure Steel 
affords a market for United 


States merchants and manufac 
turers that is not half appre 


ciated. 
A few bright firms have recog 
nized the possibilities of Cana 
TT TTY 


dian trade, and last year di 
vided 








ALLOYED-ZINK |= SIXTY MILLION DOLLARS 


of cold Canadian cash as a result of their 
enterprise. 


Considering the movement in both coun 
tries towards closer and freer trade relations 
which are absolutely certain to be brought 

| about very soon, it will be good policy for 
TTY 


United States firms not now advertising in 
Canada to begin with the coming season and 
secure part of the present handsome trade 
and a good share of the enormous 


CTADETEA Trade of the Near Future. 


| Firms now in the Canadian market will 
naturally redouble their efforts to attract 


TRADE MARK | custom. 
| “PREFERRED CANADIAN PAPERS” 


+a list of the brightest and best daily, weekly 
Buy of Your Stationer, or send and class publications in every city and 
town of prominence from the Atlantic to the 
10 cts. for Sample Doz. | Pacific, will give the best results at the least 
cost, and cover Canada completely. 
Lists, sample copies and rates from 


—_—_—_—_——— 
TADELLA PEN CO KOY V. SOMERVILLE, 
@ SPECIAL AGENT FoR UNITED STaTrs ADVER- 
| TISING IN PREFERRED CANADIAN PAPERS, 
ST. PAU & MINN. | 105 Times Building, New York. 
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OFFICE OF C. |. HOOD & CO., APOTHECARIES, 
SOLE PROPRIETORS OF 


HOOD’S SARSAPARILLA, HOOD’'S TOOTH POWDER, 
HOOD’'S OLIVE OINTMENT, HOOD’S VEGETABLE PILLS, 


LowELL, Mass., May 29, 1891. 
Mr. W. D. Boyce, Savurvay BLAvE, Chicago, Lls. 

Dear Sir—In March, we inserted in the Blade and 
Ledger two notices, two insertions each, stating that a book 
telling “How to Make Goop Breap” would be mailed upon 
application. 

It may be of interest to you to know the result of the inser- 
tion of these notices. Eleven hundred and eighty persons have 
applied for the books. The replies were from good towns, in 
all sections of the country, New England and the Pacific Coast 
being well represented. As over ten per cent of the requests 
have been received since the middle of April, from one to two 
months since the notices were inserted, it shows that your papers 
are retained and referred to, by your readers, after the week for 
which they are issued. 

Our record shows that about two-thirds of the letters came 
from the readers of the Blade and one-third from the readers 
of the Ledger. 

Trusting that the “ Proved Circulation” of these papers 
may constantly increase, we are, Very truly yours, 

C. I. HOOD & CO, 
Per W. EverRetTT. 


1.180 ANSWERS. 


The space occupied by the “readers” above referred to cost 
LESS THAN 3 CENTS PER ANSWER. Can you beat that? 
This carries out our statement that the BLapE and LEDGER are 
the cheapest advertising mediums offered, and that nothing 
counts like “ Proved Circulation.” 


300,000 Cortes WEEKLY. 


$1.25 per Agate Line per Insertion. 


APPLY TO ANY AGENCY OR THE PUBLISHER, 


WwW. D. BOYCE, 
16 & 18 DEARBORN ST., CHICAGO, ILL. 
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Bar, 
0A Stim 
2 
Audience. 


But when you wish to SPEAK to the CITIZENS of 
PORTLAND and the PEOPLE of OREGON, to do 
it most effectually you MUST use the columns of the 


PORTLAND OREGONIAN 


FOR 40 YEARS A LEADER 
(DAILY, SUNDAY and WEEKLY) 
and it will introduce you to 49,998 homes each week—just 
such an audience you are looking for—people who have the 
money to spend and the nerve to spend it. 

Have you any thing to say to the farmer and his family, the 
ranchman, the stockman, the miner, the shipper, the business 
man, the manufacturer? Do you wish to attract their attention 
separately or collectively? The OREGONIAN reaches all classes 
and all callings, and whatever you say in its columns will be 
known by all men, women and children. Oregon is the place, 
the OREGONIAN the paper. 

DAILY average, . . - 17,400 copies. 

SUNDAY average, - 17,600 copies. 

WEEKLY average, - - 14,998 copies. 
Every copy of which is read and then carefully preserved for reference. 


Portland’s Jobbing Trade for 1890, $131,500,000. 
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COST AND RESULT. 
E published a list of costs and re- 
sults in the April number, which 
has given offense to at least one very 
excellent publisher, who charges that 
the whole thing is a fraud and that we 
have been imposed upon. 

We can only say in reply that Art in 
Advertising is interested in giving only 
correct information, and, as we have 
already shown, stands in no fear of any 
one, 

The list published was from a house 
and given only at our solicitation, and 
who had no possible interest in pervert- 
ing it. The revised statement given 
herewith is made directly from the re- 
turns carefully tabulated. 

It will be noted that a number of 
papers have been used further since our 
table was printed in the April number. 

We can only give the figures for what 
they are worth ; our readers can draw 
their own deductions. We give below 
the old figures, together with the re- 


vised table. 


THE ORIGINAL TABLE, 

Cash Re- 
cetved, 
$37.00 

17.00 


Periodical, 
Argosy, 
Agricultural Eptomist, 
\m. Grange Bulletin, 
American Home, 
\gents’ Herald, 
\gents’ Guide, 
\llen’s List, 
American Rural Home, 
Toledo Blade, 
\tlanta Constitution, 
Churchman, 
Congregationalist, 
Comfort, 
Cincinnati Enquirer, 
Farm and Home, 
Good News, 
Golden Hours, 
Great Divide, 
Home Boston, 
Housewife, 
Home Cheer, 
Home and Farm, 


Cost. 
$120.00 
29.00 
-4, 
6.76 


4.16 


1.00 
1.00 
3.00 5.00 
5.00 0.00 
200.00 
10,00 
10.0 
11.00 
28.0 
9.00 
154.00 
7.00 
80.00 
30.00 
40.00 
"5.00 
19.00 
II.00 
30.00 
5.00 


0.16 
3.50 
.00 


.00 
7.50 
.50 

5 -50 
85.00 
185.00 
30.00 
56.00 
5.20 
15.00 
14.30 
50.00 
36.00 


INK. 811 

THE REVISED FIGURES, 

Cash Re- 
ceived, 
$50.00 

18.00 
.00 
.00 
.00 
.00 
.00 
.00 
.00 
.0oO 

$00 


Periodical. Cost. 
Argosy, $131.64 
Agricultural Epitomist, 36.15 
Am. Grange Bulletin, 6.76 
American Home, 4.16 
Agents’ Herald, 58.83 
Agents’ Guide, 5.00 
Allen's List, 420.16 
American Rural Home, 18.50 
Toledo Blade, 34.00 
Atlanta Constitution, 44.00 
Churchman, 37.50 
Congregationalist, 36.50 
Comfort, 160.06 
Cincinnati Enquirer, 99.30 
Farm and Home, 185.00 
Good News, 41.70 
Golden Hours, 67.44 
Great Divide, 10.40 
Home Boston, 50.49 
Housewife, 14.30 I1.00 
Home Cheer, 50.00 39.00 
Home and Farm, 36.00 7.00 


).00 
00 
.00 

80.00 

36.00 


43.00 
10.00 
22.00 


In reply to the query of our represen- 
tative as to his satisfaction with the re- 
turns, he stated that in actual money 
the result had not been what he had 
hoped, but that he had secured a large 
number of names of people interested 
in his goods. He expected that this 
list would yet yield him a fair response 
from individually addressed circulars 
and letters, and that eventually his in- 
vestment would be profitable, and gen- 
erally satisfactory. 

The great interest excited by this Cost 
and Result column has led us to perfect 
some plans for the future. It is mani- 
festly improper to give the advertiser's 
name in connection with these tables, as 
any one willadmit who stops to consider 
the matter. No one cares to let their 
competitor know their moves in advertis- 
ing ; but we will try to let the name be 
known if possible to any one who is in- 
terested, and who desires it merely for 
his own personal and legitimate use. 

It is high time that the papers that are 
never read by any one but their proof- 
readers were shown up. They simply 
kill the advertiser for the decent pub- 
lisher. We are glad so much comment 
has been given our Cost and Result 
series, and think in the end we will 
have a schedule that will be of practical 
benefit to the uninitiated advertiser. 














PRINTERS’ INK, 


<= THE => 


NEW ENGLAND NEWSPAPER, 
THE SPRINGFIELD 
REPUBLICAN. 


ESTABLISHED IN 1824 BY SAMUEL BOWLES. 
Daily $8. Sunday $2. Weekly (12 pages) $1. 





WAAAAAAAAAAAAAA 


No advertiser who desires to reach the people of 
interior New England can afford to omit Tue 
SPRINGFIELD REPUBLICAN. 

This paper is known and quoted everywhere. 
Its daily edition has by far the largest circulation of 
any morning paper in New England outside of Bos- 
ton, and only one evening paper (in Rhode Island) 
exceeds it. THe Sunpay Repusiican has more 
readers than any other Sunday paper in New Eng- 
land, excepting those in Boston. It is distributed 
by regular and special trains and pony expresses all 
over Western Massachusetts, Central and Northern 
Connecticut and into Southern Vermont and New 
Hampshire. 

Tue Dairy Repus ican is taken in nearly 750 
different places and Tue WEEKLY goes to 1025 post 
offices. 

Journalists call Tur RepuBvican the handsomest 
daily paper in the country. 

The advertising rates are low and uniform. Send 
for free sample copies and terms. Address 


THE REPUBLICAN, 
Springfield, Mass. 








